Abstract. The purpose of this paper is to debate on community engagement and participation in local community festivals and events by empirically analyzing the factors which either inhibit or facilitate engagement. The application of the motivation-opportunity-ability (MOA) model to the analysis of community festivals is an important contribution. In this study, we focused on Taobao debuted the Double 11 (Bachelor's Day) activity, which has become national fever for Chinese consumers and the sales volume is more than e-commerce services in Taiwan. Based on what mentioned above, the purpose of this study is to connect the C to C fever caused by Third Party Payment, diffusion of innovations theory, MOA and the theory of reasoned action.
Introduction
Currently, C to C e-commerce in Taiwan is flourishing because there are perfect e-commerce platforms and mobile devices, multi-screen tools quickly meeting the requirement of the service quality. The transactions between buyers and sellers in C to C e-commerce are based on the views of sales interaction of small-volume, large-variety production, so as to provide customized goods and services and better satisfy the various needs of individuals. The operating pattern of C to C e-commerce is very multivariate, such as low-cost small amount of goods, single specific clubs, kayaking, and mountain climbing guide and so on. Benkler [1] believes that C to C has been likely become the mainstream economy in commercial market, and enterprises may carry out assessments and adopt it as a sales channel. 
Hypotheses
The quick expansion of C to C is mainly due to the change of market demand. The issues defined by comparative advantage are diversified, but most of them are related to the innovative usefulness perceived by consumers [9] . The core concept included some degree of substitution of innovation, such as convenience, social prestige or individual interests, all of which are in the category of comparative advantage.
Because every individual consumer has increasingly paid attention to their own demand, C to C operators should try to create the tangible and intangible comparative advantages of products. The view of is used as the operational definition of the questionnaire and the following hypothesis is proposed: H1: The comparative advantages of product characteristics will positively affect consumers' self congruity and ideal attitudes.
In the consumption context of e-commerce, the more dynamic ability a consumer has higher degree of satisfaction he/she obtains. Schepker et. al., [10] found that learning from the mutual relationship, know-how acquisition and stable sense of trust can increase dynamic abilities through a large scale of research. For the explicit part, the relationship between different abilities is like symbiosis, dominating and processing the integration of the various external activities and messages [11] . In the C to C, establishing a communication platform for buyers is helpful for benign interaction. The view of Salunke et al., is used as the operational definition of the questionnaire, and the following hypothesis is proposed: H2a-c: Individual consumers' abilities to detect, absorb, and integrate the information of goods will positively affect their know-how knowledge exchange ability.
Many researches on self congruity found that consumers' propensity to buy will drive them to approach to the products that reflect their self-images. Recently, congruity has been often used to explain the retail, consumer psychology, advertising and brand evaluation [12] . To determine the relationship between self congruity and brand evaluation moderators, psychologists and marketing researchers presented a theoretical model. Sirgy et al., [13] used it as an operational definition, to put forward the following hypotheses: H3a: Self-expectations and ideal self congruity will affect consumer motivation. H3b: Self-expectations and ideal self congruity will affect consumers' opportunity identification. H3c: Self-expectations and ideal self congruity will affect consumers' handling abilities. H4: Self-expectations and ideal self congruity will affect purchase intentions.
Siemsen et al., [15] believed that the opportunity given in the environment can be seen as a situation, which initiate action, the driving force implying opportunity and handling ability. As to opportunity, it could be explained from any positive perspective or tangible or intangible angle. The tangible part includes convenience, environment and prices; the intangible part includes value, identity, satisfaction, and demand satisfaction.
Abilities refer to individual's abilities to handle money, knowledge, interpersonal relationship and so on. Researchers found that the more capable an individual is, the more information he/she is able to handle and the wider medias he/she can interact with and contact. The view of Siemsen et al., is used as the operational definition of the questionnaire, and the following hypothesis is proposed: H5a-c: Individual's (a) motivation, (b) opportunity, and (c) ability will positively affect the value of know-how exchange.
In Taiwan, if the business operators want to boost sales and come out on top in the competitive market, they should take the lead to actively provide a large amount of product information and enhance the service quality to satisfy their customers, such as product consulting, for avoiding information asymmetry. The view of Cohen is used as the operational definition of the questionnaire [16] , and the related hypothesis is proposed as follows: H6: C to C exchange platform and functions will positively affect the purchase intentions.
That the majority of companies with higher ability to aggregate know-how are usually more able to build knowledge network and transfer propagation, which means that the companies of the specialties are more able to make good use of the Internet to collect information and disseminating know-how. In this study, the view of Chen, Hsiao, & Chu (2014) is use as the operational definition, and the related hypotheses are proposed as follows:
H7: Know-how transfer competency will positively affect product innovation. H7a: Product innovation will positively affect individual consumers' abilities.
Data Analysis and Tools
The standard proposed by Churchill; Dillman [18, 19] will be followed, to prove the hypotheses according to 5-point Likert scale, in which 1 refers to strong disagreement and 5 refers to strong disagreement.
Expected Results and Recommendations
The development of e-commerce in Taiwan was started earlier than in Mainland China. However, the consumption scale in Taiwan was less than that in Mainland China in recent couple of years. The findings of this indicate that there are two reasons for that. First, Taiwan's overall economy has been more sluggish. And secondly, C to C e-commerce has long been developed in Taiwan, so it has been difficult for the old C to C model to satisfy consumers in terms of consumers' education levels and habits. This study suggests that the e-commerce operators should optimize product data on interactive platform and interface, which takes measures to provide higher security protection for personal data and offers products of the features that can highlight or add personal value or cheap products with simple basic functions, to boost the transaction scale of C to C e-commerce in Taiwan.
